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 Bisnis ritel mengalami perkembangan yang sangat pesat di 
Indonesia, salah satu bisnis ritel yang berkembang cukup pesat yaitu bidang 
fashion. Oleh karena itu para peritel harus dapat memahami bagaimana 
perilaku para konsumennya, salah satu perilaku yang dapat dipahami adalah 
impulse buying. Impulse buying sangat penting bagi para peritel karena 
dapat meningkatkan penjualan dan dapat meningkatkan laba perusahaan. 
Impulse buying dapat terjadi melalui faktor internal dan faktor eksternal, 
faktor internal meliputi impulse buying tendency dan faktor eksternal 
meliputi lingkungan toko yang dibagi menjadi faktor ambient, faktor desain 
dan faktor sosial. Penelitian ini untuk melihat pengaruh lingkungan toko 
terhadap impulse buying behavior melalui impulse buying tendency di The 
Executive Surabaya. Sampel yang digunakan dalam penelitian ini berjumlah 
160 responden. Data dikumpulkan dengan menggunakan kuesioner. Teknik 
analisis data yang digunakan adalah structural equation model. Hasil dari 
penelitian ini menunjukkan bahwa faktor ambient berpengaruh positif dan 
signifikan terhadap impulse buying tendency,  faktor desain berpengaruh 
positif dan signifikan terhadap impulse buying tendency, faktor sosial 
berpengaruh positif dan signifikan terhadap impulse buying tendency, 
impulse buying tendency berpengaruh positif dan signifikan terhadap 
impulse buying behavior, impulse buying tendency memediasi hubungan 
antara faktor ambient terhadap impulse buying behavior, impulse buying 
tendency memediasi hubungan antara faktor desain terhadap impulse buying 
behavior dan impulse buying tendency memediasi hubungan antara faktor 
sosial terhadap impulse buying behavior. 
 














 Retail business has significantly growth in Indonesia, these are 
retail fashion. Therefore, retailers must be able to study the behavior of 
their customers, one of the study behavior they must have is Impulse buying. 
Impulse buying is very important for retailers because it can increase sales 
and profits. Impulse buying can occured through internal and external 
factors. Internal factor such as impulse buying tendency and external factor 
such as store environment which divided into ambient factor, design factor, 
and social factor. The purpose of this study is to explore the impact of the 
store environment towards impulse buying behavior through impulse buying 
tendency. The sample used in this research were 160 respondents, these 
customer of The Executive Surabaya. Data were collected using a 
questionnaire. Structural Equation modeling is used for this study. Result of 
this study indicate that ambient factor has a positive and significant impact 
on impulse buying tendency, design factor has a positive and significant 
impact on impulse buying tendency, social factor influence positively and 
significantly related to impulse buying tendency, impulse buying tendency 
positive and significant impact on the impulse buying behavior, ambient 
factor affect impulse buying behavior mediated by impulse buying tendency, 
design factor affect impulse buying behavior mediated by impulse buying 
tendency, and social factor affect impulse buying behavior mediated by 
impulse buying tendency. 
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